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Abstract - Large youth population, rising living 
standard, changing lifestyle, rapid growth in ICT, 
availability of broadband, 3G technologies, etc. are 
opportunities for increasing e-commerce in India. But, 
the economic disparity, poor transport and 
telecommunication infrastructure, social and cultural 
attitudes to e-commerce, lack of e-commerce legal 
framework, etc. factors inhibit the growth of 
e-commerce in the quality education in India. 
E-commerce has still not taken deep roots in Indian 
education system unlike in America, Europe and 
China. But it is growing at a fast pace in recent times. 
This research paper examines the challenges and 
opportunities for electronic commerce as an alternate 
channel for quality education especially in 
management education in India. 
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Introduction 

Electronic commerce (e-commerce) refers to all 
commercial transactions of buying and selling products 
and services over electronic systems covering the various 
stakeholders viz., manufacturers, marketers, government, 
service providers and consumers. It facilitates on-line 
purchase of products and services. Almost everything 
such as groceries, electronic goods, computers, laptops, 
mobile sets, apparels, jewelries can be purchased online. 
Besides products, people can avail of online services such 
as train / air ticket booking, insurance premium payment, 
etc. Consultants, businessmen, lawyers, retailers, 
manufacturers and service providers are using this 
alternate channel for offering their services to potential 
clients. 

For customers it is a new enticing channel available to 
transact online. Moreover, there is enough freedom as 
well as privacy in online shopping. Customers can surf in 
the internet and look for products, make comparisons of 
different models and evaluate their prices. They can also 
go to other online product review sites, and discuss in 
various social network forums. Once the customer likes a 
product after all research, sitting in the comfort of his 
home, he can order for it online. E-commerce has also 
made it easy to make payments using various options such 
as credit cards, debit cards, direct online money transfers, 



etc. Once the payment is made, the dealer dispatches the 
product, which reaches the doorstep of the customers 
within few days. 

E-commerce has grown five fold in the last four years in 
India from USD 1.750 million in 2007 to USD 6.790 
million in 2010. India's e-commerce market is forecast to 
reach USD 25 billion in 2015. E-commerce market in 
India was largely dominated by online travel industry with 
80% market share while electronic retail (E-Tailing) held 
second spot with 6.48% market share. 

E-Tailing and digital downloads are expected to grow at a 
faster rate, with online travel continuing to retain market 
leadership. Due to increased e-commerce initiatives and 
awareness by brands. e-Tailing is experiencing decent 
growth. As far as digital mobile downloads are concerned, 
the increasing use of smart phones, availability of 3G 
services and cheap data plans are helping to boost the 
growth process. 

Growth and Spread of E-commerce 

• Technology induction at a fast pace in the industrial 
and services sector and increasing familiarity 
among people to emerging technology have 
resulted in growth of e-commerce in India some of 
which are highlighted below. 

• Banks provide an array of value added services 
such as credit cards, debit cards, internet banking, 
etc. Through internet banking customers can make 
online payments of their utility bills such as 
electricity bills, telephone payments, etc. It also 
facilitates payment of government taxes, donations, 
etc. 

• Many companies, marketers, retail shops such as 
Big Bazaar, Shoppers Stop, Crossword, etc. have 
their own web sites enabling customers to make 
online purchases. More and more people in urban 
areas are moving towards on line shopping. 

• Travel industry is one of the more organized sectors 
providing online booking of travel tickets and hotel 
accommodation. 

• More and more people in India are resorting to 
online booking of air tickets and railway tickets due 
to its convenience. 

• All retail shops provide POS facility to customers 
who can use their credit / debit cards for cashless 
shopping. 
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• Using RFID technology, banks have made inroads 
in rural areas facilitating banking services to the 
poor people. 

• 3G and mobile technology have enabled people 
across the country to buy products and services 
from their homes. 

• ITC Chaupal Sagar is one of the first organized 
retail effort in rural area extending its warehouses 
in to rural shopping-cum-information center to 
attend to the needs of the rural consumers. Farmers 
have access to latest local / global information on 
weather, scientific farming practices as well as 
market prices through their web portal in Hindi. It 
provides wide range of products such as hair oils, 
mixer grinders, toothpastes, televisions, motor 
cycles, water pumps, shirts, etc., besides, providing 
farmers all the information, products and services 
they need to enhance farm productivity, improving 
farm-gate price realization and cutting transaction 
costs. 

Objectives of the study 

i) To study growth and spread of e-commerce. 

ii) To identify the relevance of e-commerce in 
Management Education. 

iii) To identify the challenges and opportunities of 
e-commerce in Management Education. 

iv) To suggest strategies for speeding up e-commerce. 

Research Methodology 

This research paper is exploratory in nature and is 
confined to study of e-commerce in management 
education in India. Sources of data and information were 
gathered from secondary published sources viz. Books, 
Journals, Newspapers, Websites, Research Studies, etc. 
Analysis of data and information collected from published 
sources were made keeping the objectives of the study in 
mind. 

Findings of the Study 

Growth drivers of e-commerce in India, the key drivers of 
e-commerce in India are:- 

• Favorable Demographics (50% population in 0-25 
age group). 

• Growing aspirations of people. 

• Accelerated growth of consumer class with 

increasing purchasing power. 

• Increase in use of plastic cards - credit / debit cards. 

• Rise in expectations of younger generation. 

• Changing consumer behavior. 

• Consumers have paucity of time and they prefer 

efficient/ speedy one stop shopping. 

• Growing ranks of working woman; a youthful 
population that is not afraid to splurge. 

• Increasing Literacy Levels. 



Increasingly wealthy middle class wanting to 
imitate lifestyle of rich and wealthy. 

Encouraging consumption pattern. 

Better banking facilities - with co-operative banks 
and PSBs taking lead in rural areas. 

Rural income and purchasing power has also 
increased due to remittances from Indians working 
abroad. Availability of broadband. 

Availability of home computers, laptops, mobiles, 
etc. at afford able prices. 

Increasing affinity among people to internet. 



Challenges of E-commerce in India 

Following are the major challenges slowing growth of 
e-commerce in India. 




biggest bottleneck in India. There are many states 
and districts deficient in infrastructure facilities 
such as transport, electricity supply, roads, etc. 
Lack in Technology: Many states are lagging 
behind in technology. Many people in rural areas 
are illiterate. They don't have knowledge about 
e-commerce. It is very difficult to make them aware 
about the importance of E- commerce. Due to 
illiteracy they are not able to do transactions 
through internet. 

Logistics: Logistics is a concern for both buyers 
and sellers. Sellers have to deliver the product safe 
and secure to the right person and in right time 
frame. Regular postal services does not offer an 
acceptable level of service, couriers charge high 
rates and have limited reach. Insurance for high 
value articles leads to higher cost. Similarly, low 
value articles will have significant shipping cost 
which will make them costly. 

Risk in online shopping and quality assurance: 
There is inherent risk in online shopping as regards 
the authenticity of the web sites. Fraudsters may 
imitate web sites and hoodwink customers. 
Collection of payment and transfer of payment: It is 
still difficult to make payments through internet in 
India due to unstable internet connections and 
nascent legal structure. 
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• Delivery problem: Even when customers placed 
order for the goods or products through internet 
there is no guarantee that same products will 
delivered. 

• Expensive Broadband: Though many payment 
options are available, broadband is still expensive. 

• Computer Illiteracy: Only computer literate person 
can handle computer and internet. People have to 
secure their password which is a weakest link and 
exposes them to risk of theft, etc. 

• Poor Internet Connectivity: Connectivity is a major 
issue faced by individuals as well as companies. 
Internet connections are still largely volatile and 
unreliable making online shopping nightmarish 
experience many times. 

• Social and cultural attitudes to e-commerce are 
another factor inhibiting growth of e- commerce in 
India. 

• Inadequacies in payment gateway systems in terms 
of quality, reliability and uptime. 

• Lack of e-commerce legal framework. 

Opportunities for E-commerce 

Notwithstanding the above constraints, e-commerce offers 

marketing opportunities for manufacturing, retail and 

services sectors to promote their goods and services . 

some of which are listed below. 

• Leveraging the websites for client communication 
and process automation, companies and marketers 
can reduce operating costs and customer 
acquisition costs. 

• E-commerce can help promote Brand and enhance 
Brand Image. 

• With proper planning and scalable architecture, 
e-commerce site can accommodate additional 
requirements, features and functionality in the 
future making customers make more repeat 
shopping. 

• Banks are providing smart cards to rural people 
using RFID technology. 

• Mobile telephony and social sites are major trends 
influencing people across the country. 

• Faster cellular networks and smart phones 
equipped with powerful processors are fueling 
growth in mobile, while social features, such as 
sharing content with friends, are now common 
piace across the Web. 

• The combination of mobile and social is a potent 
one because mobility ups the amount of time 
consumers spend on the Web, while social features 
increase interactivity with Internet content; mobile 
and social web thereby are driving e-commerce 



Strategies for Growth of E-commerce 

Some strategies for increasing e-commerce in India are 



given below: 




• Banks should educate customers on use of net 
banking and encourage them to do so. 

• Retail shoppers can give incentives to customers 
for making online purchases. 

• By planning and implementing a search-engine 
friendly architecture new customers can be 
targeted. 

• By streamlining the online sales processes and 
improving the online shopping experience, 
marketers can increase the conversion rate and the 
average ticket price. 

• An enhanced, usable, and pleasing e-commerce 
experience generates greater user satisfaction and 
trust which can lead to customer loyalty and 
retention. 

• Providing Superior Customer Service and 
Communications engaging and encouraging 
customers to use e-commerce tools, online support, 
and by providing them with comprehensive and 
timely production formation. 

Conclusion 

E-commerce as an alternative marketing channel is 
making slow but steady progress in India. With spread of 
education and increasing number of people becoming 
technology friendly, they are slowly gaining confidence in 
online services. Infrastructural bottlenecks, economic 
disparity, vulnerabilities of the payment gateway systems, 
inadequate legal framework are challenges that need to be 
addressed by all stakeholders to promote e-commerce in 
the country. 
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